
The SSE Hydro 
Marketing Society Scotland Star Awards 2014 
Category 	  1.1	  Brand	  Development	  

 
HOW SSE ENERGISED ENTERTAINMENT AND REWARDED THEIR CUSTOMERS THROUGH THEIR 

HEADLINE SPONSORSHIP OF SCOTLAND’S NEW HOME OF LIVE ENTERTAINMENT  



The SSE Hydro	

Marketing Society Scotland Star Awards 2014	

	


ENERGISING ENTERTAINMENT 	

 	

SSE’s traditional customer ‘heartland’ has long been the North of Scotland, and 
what they have had a firm hold of in the north they have arguable had a lighter 
grip of in the central belt and the south. Against this backdrop SSE sought a 
new platform to help them make headway in this territory.  It was quite clear 
to the brand which characteristics this new platform had to possess. It had to 
be big, bold and significant enough for SSE to offer notable presence and cut 
through in what was not only the most densely populated area of the country, 
but also the core heartland of one of their main industry competitors. 	

 	

Simultaneously, SEC Ltd were progressing plans to build Glasgow’s new home 
of live entertainment, an arena which would go on to be ranked alongside 
Madison Square Garden and the O2 Arena in terms of scale and stature on the 
global entertainment map. 	

 	

SSE undertook extensive research to establish the merits of a headline 
sponsorship deal, during which time they ascertained that a partnership would 
provide the opportunity to offer customer benefits and added value as well as 
being a key differentiator in the energy sector with the ultimate proposition of 
‘Energising Entertainment.’	
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THE CUSTOMER BRAND 	

 	

September last year saw the opening of The SSE Hydro, a world 
class 13,000 capacity venue in the heart of Glasgow. 	

 	

To coincide with the opening, SSE launched its SSE Reward 
programme – an initiative that offers SSE customers both 
aspirational and exclusive benefits and access to entertainment 
experiences. It is these aspects of Reward that SSE’s opening week 
sponsorship activity was built around and the key to all future 
activity and customer experience design.  	

 	

In the industry SSE is known as THE customer brand.  SSE has 
been voted no.1 for customer service every year since 2006 in 
the uSwitch Customer Satisfaction Reports. Through Reward and 
the raft of benefits and high level of customer service that 
accompanies it, SSE aims to both retain this position and build 
upon their reputation. 	
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UNDERSTANDING AN ENTERTAINMENT 
CUSTOMER AND THEIR NEEDS	

	

SSE know their energy customer inside out and have a dedicated 
insight team who constantly research, evaluate and learn about 
their customers and their behaviour.  However, SSE with little 
experience in the entertainment sector had very little insight into 
the customers that would be attending The SSE Hydro and 
therefore limited ability to plan activity which would successfully 
engage these customers.  They needed to understand the 
customer profiles, their journeys and the points on this journey 
that they could have a positive impact on. 	

	

It was also imperative that once the customer profiles were 
created, these were mapped against their existing energy 
customers. With an event on each night at The SSE Hydro and 
each event catering to a different profile it was important for SSE 
to understand which of these entertainment profiles they should 
engage from an energy point of view. 	
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CUSTOMER PROFILES AND THE CUSTOMER 
JOURNEY 	

	

Material were engaged by SSE to conduct extensive research and 
to present key insights which would enable the brand and their 
agency team (Material_UK, Frame, XYZ) to develop an exciting 
sponsorship strategy which would help to achieve business 
results.	

	

A number of customer profiles were created and a detailed 
customer journey mapped out – both of which were integral to 
the development of The SSSE Reward proposition. Each potential 
SSE Hydro customer would make a similar journey, but there 
were key insights and behaviour differences which allowed us to 
develop a strategy which highlighted:	

-  Which customer profiles to focus on for retention or 

acquisition	

-  The preferences of each profile (behaviours & specific 

entertainment need states) 	

-  Those profiles that would be likely ambassadors and for 

whom Reward was a strong proposition 	
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HOW WE GOT THERE	


RESEARCHING:	

ü  BEHAVIOURAL 

ECONOMICS	

ü  CASE STUDIES & 

LEARNING	

ü  DATA SOURCES	


CONSULTING:	

ü  DIALOGUE & DATA 	

ü  TRUSTED/INDUSTRY 

SOURCES	


ESTABLISHING:	

THE SSE HYDRO AUDIENCE	

ü  DEMOGRAPHICS	

ü  PROCESS	

ü  OPERATIONS	

ü  CONSIDERATIONS	


FILTERING:	

ü  REVIEWING SSE 

CUSTOMER 
PROFILES	


ü  BRAND TARGETS & 
ALIGNMENTS	


INSIGHT:	

ü  ACQUISITION & 

RETENTION	

ü  ENTERTAINMENT & 

SOCIAL NEEDS	

ü  CUSTOMER & CONSUMER 

EXPECTATION	


DEVELOPING:	

ü  BESPOKE, DYNAMIC 

CUSTOMER/AUDIENCE 
PROFILES FOR THE SSE 
HYDRO & SSE REWARD	


MAPPING:	

ü  INVENTORY OF 

RELEVANT 
CONSUMER 
TOUCHPOINTS FOR 
BRAND LEADING TO 
REWARDS 	


IDENTIFYING:	

ü  CUSTOMER NEED 

STATES,  ACTIVE 
RESPONSES & 
CLASSIFICATIONS	


CREATING:	

A BESPOKE TOUCHPOINT 
DASHBOARD:	

ü  DATA BACKGROUND	

ü  DEVELOPMENT 

OVERTIME	


DESIGNING:	

ü  UNIQUE, RELEVANT & 

INNOVATIVE 
CUSTOMER 
EXPERIENCES BASED 
ON TOUCHPOINTS 
INSIGHTS 	


OUTLINING: 	

ü  DETAILED CUSTOMER 

JOURNEY FOR SSE REWARD 
HARNESSING INSIGHTS & 
DATA FROM ALL KEY STAGES 
& SUBSEQUENT CEM 
PROGRAMME 	


PHASING:	

ü  THE DEVELOPMENT 

& COMMS OF SSE 
REWARD TO ENABLE 
CLEAR CONSISTENT 
& SUSTAINED 
CUSTOMER 
ENGAGEMENT	
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FUELLED BY AMBITION… 	


READ ALL ABOUT IT!	

	

To launch SSE Reward (advanced ticketing & 
programme if upgrades) and make customers and 
non customers aware of the benefits and raise 
profile of SSE’s association with the venue via a 
high profile media campaign. Ultimately to provide 
SSE with substantial cut through and consequently 
to increase the profile of the brand.  AVE achieved 
to be in excess of £250,000. 	


	  

SAY MY NAME, SAY MY NAME…	

	

Glaswegians have a propensity to give a nick name to 
everything and this iconic venue would be no exception. 
With SSE committing £15 million over the next decade 
they had to ensure that the building was not known by 
any other name than The SSE Hydro. Key objective 
was to ensure that customers were fully aware of the 
brands association with the venue, establishing The SSE 
Hydro handle with the local population. 	
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FUELLED BY AMBITION… 	


STAY WITH ME…	

	

SSE is a brand that values its customers. One of the core objectives is to retain existing customers and for 
these existing customers to sign up to the SSE Reward programme, with 10,000 customers to have 
registered with SSE Reward by end of 2013. 	  

	

LET ME TAKE YOU TO A PLACE I KNOW YOU 
WANT TO GO…	

	

The long term aspiration of SSE’s sponsorship of The 
SSE Hydro is that of recruitment. SSE want to grow 
their customer base particularly in the central belt, 
through the SSE Reward programme.  The first step 
toward this goal is to engage non customers on some 
level and keep the association with the venue front and 
mind within this group, demonstrated through an 
increase in spontaneous awareness of the brand. 	


PROUD MARY…	

	

SSE staff are core to all activity not just in 
sponsorship but across all platforms that the 
brand engages with. They are the individuals at the 
end of the phone, the people who need to bring 
the propositions to life and who need to live and 
breathe the brand and what it does. Building pride 
through various levels of staff engagement from 
hospitality to customer service opportunities at 
the venue will. 	
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ACTIVATION ENERGY 	

 	

The customer journeys which had been carefully 
mapped out and the customer profiles which had 
been built were the building blocks for the 
customer design experience and all communications 
relating to the sponsorship. SSE’s sponsorship of The 
SSE Hydro presents limitless exciting opportunities, 
but we knew that we had to prioritise activity based 
on who it would speak to and who it would engage. 
The sponsorship deal is a long one and the strong 
feeling was not to do everything at once but to do 
what was right, what would bring SSE’s story to life 
and ultimately what would strategically achieve the 
objectives. 	
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REWARD	

SSE executed a high profile ATL campaign.  
This campaign didn’t focus on the venue 
sponsorship, but focused on the benefits 
that SSE customers could expect as a 
result of this sponsorship.  Focusing on the 
advance ticketing messaging, the campaign 
was deployed across the central belt. The 
outdoor campaign featured bespoke 
solutions tracking most common rail, road 
and pedestrian routes to ensure high 
visibility. Radio, online and print campaigns 
were targeted to align with the five key 
customer profiles and groups. 	
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THE GREEN ROOM 	

	

The SSE Green Room, set in a 24m inflatable trident dome was, aside from the venue, the star attraction of 
opening week hosting over 300 additional customers a night. 	

 	

Beautifully branded to reflect and capture SSE’s brand personality, the creative in the temporary structure also 
had a bit of a rock & roll edge to it. Colour palettes, entertainment iconography and a strong brand/venue logo 
provided the platform to create a strong physical brand experience.  	

 	

 Customers were able to recreate a famous album cover by the artist they were seeing that night, using chroma 
key "green screen" technology. Those were then available online for them to tag, share and use as a profile 
picture on social media. They were also able to have it printed as a CD cover to take away with them when they 
left that night. 	

 	

The centerpiece of the space, was a Tweet-powered 3D projection mapped waterfall. A world first, it used an 
actual waterfall to augment some stunning visual content that included a DJ request service, picture and Vine 
display, and an interactive graphic equaliser that lets the customer control content by clapping and cheering. 	
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ENERGISERS 	

Bringing the personality of SSE to life, Energisers are 
the ultimate in added value. An already acclaimed team 
of promotional staff, the Energiser team is made up of 
promoo staff and SSE staff who have volunteered from 
other areas of the business. The Energisers are on 
hand to truly enhance the customers entertainment 
experiences and to replicate the high level of 
customer service that customers of the energy 
company have come to expect. 	

 	

Working to an open remit across the entire campus, 
they help people find their seats, they know the 
running order, when the last train home is, they hold 
an umberella over you in the taxi queue after the 
show if its raining, they will take a picture of you and 
your partner, they can give on the spot upgrades to 
one of SSE’s lounges, provide details of Reward and 
how to sign up, the list goes on and on. 	
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RODOAKE AND STAFF ENGAGEMENT	

	

In addition to internal staff competitions giving away tickets and VIP 
packages to opening week and the opportunity for staff to be SSE 
Energiser throughout opening week to celebrate the launch and 
Rod Stewart’s historic performance as opening act of The SSE 
Hydro, Rodaoke took to the road. Staff were encouraged at each 
major site to take part in the Rod themed karaoke and to really 
play the part through dressing up. Staff were filmed singing Rod’s 
iconic Maggie May and a video edit featuring all the participating 
staff was created and launched on the staff intranet on the day of 
the opening of the venue. 	
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PR & COMMUNICATIONS 	

	

The PR campaign had two key components. 
Getting the name out there and cementing SSE’s 
association with the venue was of paramount 
importance as was dialing up Reward and its 
benefits.  All the while the campaign had to have 
a sense of scale to mirror that of the project 
and due to the entertainment connection had 
to also have a bit of humour and fun running 
through, bringing to life the Energising 
Entertainment proposition.  	
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GOING GAGA FOR GAGA	

- April Fools Day Prank which saw a Lady Gaga look-a-like stop by SSE’s Glasgow 
offices for a ride in a Twizy, one of SSE’s energy efficient vehicles. Not only did staff and 
passers by, do more than a double take, the prank made front page of The Glaswegian, 
as well as STV online. The Evening Times, The Sun and Daily Record with the latter 
naming it best April Fool day prank. 	

 	

I ‘HEART’ THE HYDRO	

- On valentines day this year, SSE’s own little cupids delivered, a number of heart 
shaped cookies with a special message from SSE, to media outlets across Scotland. They 
generated huge amounts of talkability, with each of the nation’s 3 main breakfast shows 
giving SSE shout outs and posting pics on social media 	

 	

HYDRO CUSTOMER FOR A DAY?	

- A number of high profile promotions ran in media outlets, but rather than just 
featuring on stand alone ticket promotions, all promotions were themed around 
Reward. Not only would you win tickets to one of the gigs, but you could also be 
upgraded to one of the SSE lounges and free transport to the venue – just some of the 
offers available to SSE customers. Reinforcing the benefits of SSE Reward to customers 
and non.	
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GET	  IN!	  POWERFUL	  RESULTS	  	  
Reward registration:  By end of opening = 8,162.  End of 2013 = 
16,000.  (target 10,000)	

	

Over 2000 guests upgraded in first month, with 560 hosted in Wind & 
Water lounges	

Almost 100,000 visitors in opening week	

PR results:  	


Total AVE of £2,464,122 	

824 articles, total audience of 161,042,697.  	

Marketing trade titles: 25 articles, AVE of £75,000	

53 key media hosted by SSE during opening week	

12 promotions. 198 winners	

Broadcast edits seeded globally:  128 uses-  AVE £950,542	


ATL campaign results: 	

Press OTS of 1.8, 56.7% cover of key target groups, 58% of all 
adults in Scotland. 	

Radio OTH of 6.2 , average estimation of cover across all stations 
of 30% of ABC1 adults in Scotland	

Online: Total estimated campaign page impressions of 3,050,266.	

Showcase piece of outdoor- M8 Motorway bridge poster  71K 
views per day	
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Hospitality results:	

Business to business: 86% of 1109 B2B guests feel more valued by SSE. 97% of guests said the 
experience was good (16%) or very good  (81%)	

Business to consumer: 88% of 2229 B2C guests said the experience was good (21%) or very good (67%)	


Staff feedback: ���
94% off staff are proud of the partnership	

450 staff in Perth & Cumbernauld participated in Rodaoke 	

30 staff worked as SSE Energizers during opening week 	

366 staff won tickets, 211 staff won upgrades on SSE Staff Reward	

The SSE Green Room 	

2100 guests attended The SSE Green Room during opening week with more than	

1000 taking part in the green screen activity 	

Spontaneous awareness of SSE, a brand not traditionally know in Scotland due to activity being led by the 
company’s Scottish Hydro brand, increased from 16.5% in September to 24.7% after the opening week campaign	

 	

 “Your tie up with the Hydro is a VERY attractive opportunity to me and my family … [and] significantly 
incentivises me to retain my business with SSE”.  Peter, SSE Reward customer. 	

 	

Staff quotes: ���
“…The comments from customers about how helpful we were … every single one was positive…”	

“…thank you for the opportunity to be part of the opening week at The SSE Hydro…”	



